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Section 1 
IN'l'RODUCTION 
In January 1987, Disney Development Corporation (DDC) 
retained Harrison Price Company (HPC) to conduct a consulting 
assignment with three principal objectives, as follows: 
1. To test the feasibility of a Backlot Studio/Attraction 
Concept at Golden Oak Ranch and, if the ranch proved 
unsuitable, to evaluate other locations for an enter-
tainment industry-related attraction in Southern 
California. 
2. To evaluate alternative leisure time development oppor-
tunities at Golden Oak Ranch. 
3. To discuss and comment on opportunities for new Disney 
attractions in Southern California . 
To meet these objectives, HPC undertook a five-step research 
and consulting program which consisted of the following tasks: 
1. Preparation of background materials pertinent to the 
assignment based on a tour of the Golden Oak Ranch, a 
presentation of the "Backlot Attraction" concept devel-
oped by Walt Disney Imagineering (WDI), a review of 
previous studies and evaluations, and a compilation of 
tourist, resident and attraction data for the Primary 
and Secondary Market areas. The market data were 
compiled in a separate report ("Background Data For The 
Golden Oak Ranch Charrette" dated February 2, 1987) 
containing sect ions on market d emog r a ph ics, Southern 
California tourism and tourist attractions, San 
Fernando Valley attractions, special interest camps, 
1-1 
and hotel/motel data. The most pertinent background 
data are summarized in this report. 
2. Participation in a one-day planning charrette with key 
staff from DOC, WDI and HPC on the Back lot Attraction 
and other concepts for Golden Oak Ranch. Participants 
included: 
Bill Block 
Chris Carradine 
Jerry Dunn 
Harrison Price 
Marty Sklar 
Nick Winslow 
Ray Burge 
Ben Cowitt 
John MacLeod 
Jay Rasulo 
Bob Weiss 
Joan Woodard 
The char ret te served to broaden the planning team's 
approach to evaluating opportunities at Golden Oak 
Ranch, for an entertainment industry-related attraction 
in Southern California, and for Disney opportunities in 
general in Southern California . The result was a set 
of directions for HPC to pursue in the next phase of 
the analysis. 
3. Additional research and evaluation based on directions 
from the charrette. Preliminary thoughts and findings 
were submitted in a February 27, 1987 memorandum to 
Joan Woodard and Pat Scanlon entitled "Outline of 
Preliminary Thoughts Concerning Golden Oak Ranch and a 
Backlot Attraction." 
4. Refinement and further broadening of the work program 
based on a review and critique of HPC's interim report. 
HPC was asked to provide additional thoughts on alter-
native entertainment-related attractions, and further 
options for a new Disney attraction in Southern 
California. 
5. Final analysis and report preparation. 
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Pertinent findings of this study are presented in Section 2, 
the Executive Summary. Section 3 examines key market and site 
issues conditioning development opportunities at Golden Oak 
Ranch. In Section 4, the Backlot Attraction concept is evalu-
ated, preliminary attendance and financial projections set forth, 
and alternative development concepts for the ranch discussed. 
Section 5 takes a broad look at opportunities for a Disney enter-
tainment-industry related attraction, as well as other attraction 
opportunities in Southern California. 
This report was prepared by Nicholas S. Winslow, President 
of Harrison Price Company, in consultation with Harrison A. 
Price, Chairman. The excellent input and assistance from the 
staffs of both DDC and WDI is acknowledged with appreciation. 
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Section 2 
EXECUTIVE SUMMARY 
The principal findings of this study are summarized below. 
The data and analysis supporting these findings are contained in 
the main body of the report. 
MARKET AND SITE ANALYSIS FOR GOLDEN OAK RANCH 
• Golden Oak Ranch has a total available market of 32 
mil ion persons, including 12 million residents and 20 
million visitors. All market segments are large and 
affluent. The Primary Resident Market for Golden Oak 
is smaller than for Universal Studio Tour, but is 
growing faster than the Los Angeles market as a whole. 
Current traffic by the site is not sufficient to 
support a major stop-off attraction. 
• The Golden Oak site has several constraints which 
influence development potential at the ranch including: 
Zoning - currently "Heavy Agriculture" and "Urban 
Hillside." 
Topography - 72.3 percent of the 708 acres has a 
slope greater than 25 percent. 
F 1 o od P 1 a in - runs through the s i t e • Will cost 
$2.75 million to channel. Other required site 
costs are estimated at $2.1 million. 
Access would benefit from acquisition of the 
Chevron property which is located between the 
ranch and the principal access route, Highway 14. 
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• Attendance at Southern California attractions has been 
static since 1978, indicating a mature and competitive 
market. In the last three years, the two strongest 
attractions have been Disneyland and Universal Studio 
Tour. Universai gets 85 percent of its attendance from 
tourists, reflecting a strong (16 .3 percent) penetra-
tion of the visitor market but anemic performance in 
the resident market. Universal's location, credibil-
ity, history and scope make it a formidable competitor 
to any new entertainment industry themed attraction. 
Knott's Berry Farm , becau s e of its Western theme, is 
also seen as a competitor. 
• At present, Los Ange l es County has only one major water 
park, Raging Waters in San Dimas. There is ample 
market suppor t for a water park in the San Fe r nando 
Valley, but severa l l ocat i ons better than Golden Oak 
Ranch. 
Park. 
The bes t potential location is Sepulveda Dam 
• Hollywood Exposition, be i ng planned as a $55 million 
attraction on Hollywood Boulevard next to the Chinese 
Theater is proceeding forward. Implementation would 
further complicate the competitive picture. 
BACKLOT ATTRACTION AT GOLDEN OAK RANCH 
• The success of the Universal Studio Tour clearly demon-
strates tourist interest in the entertainment industry. 
Resident interest, however, is weak. 
• WDI 's concept for a back lot/movie ranch attraction 
themed around the discovery of gold at the ranch has 
many strong components but the concept as a whole is, 
in HPC's opinion, not as strong as Universal. The 
magic of being on a real studio lot is missing. 
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• HPC projects that stabilized annual attendance at the 
backlot attraction would range from 2.4 million to 3.0 
million, and that per capita revenue would be $20.00 to 
$22.00. These levels of attendance and spending would 
result in Net Operating Profit (before tax, interest 
and depreciation) of $11.9 million to $15.7 million, 
implying supportable investment of +/- $100 million. 
• HPC considers the backlot concept to be a high risk 
venture given the location, strength of Universal, 
difficulty in market positioning, and competition/mar-
ket maturity. We also question whether a credible park 
c an be developed within the $100 million cost 
constraint. 
ALTERNATIVES FOR THE RANCH 
• A number of "themed adventure" concepts were investiga-
ted. These include Western guest ranches, murder 
mystery adventures, etc. It is HPC 's opinion that 
Golden Oak is too near the Los Angeles basin to quality 
as a wilderness or rural experience. Other adventure 
formats are highly specialized and at present do not 
represent businesses of sufficient size to work for 
Disney. A concept which combines several adventure 
attractions may be a possibility but requires further 
study. 
ENTERTAINMENT INDUSTRY RELATED ATTRACTIONS 
• Moving the "backlot attraction" concept from Golden Oak 
Ranch to a site with closer proximity to the available 
markets will not appreciably increase projected atten-
dance or supportable investment. 
• Hollywood Exposition is an entertainment industry 
themed project which can easily be differentiated from 
2-3 
Universal and is unique because of its Hollywood loca-
tion. Disney could take an active role in the design 
and management of the venture. Hollywood Exposition is 
the cornerstone of Hollywood's redevelopment program, 
and, although it has limited economic upside, the 
public relations benefits of a leadership role could be 
substantial. 
OTHER ATTRACTION OPPORTUNITIES 
• 
• 
Urban Retail/Entertainment HPC continues to be 
enthused about the potentials of the Disney Center 
concept. 
i nclude : 
Potential locations in Southern California 
Anaheim - Benefits from the large hotel base, the 
convention center and synergism with Disneyland. 
Farmers Market - A large, underutilized site with 
an existing base of 6 million patrons annually. 
Potential to develop site with existing owners. 
Los Angeles Union Station The best available 
site close enough to downtown to benefit from 
large daytime support base. The site is 52 acres, 
with an additional 35 acres of the Terminal Annex 
also available. The Union Station building is 
already planned for retail/entertainment use. 
Resorts 
tourism 
Capitalizes 
industry but 
on Disney's strength in the 
is not competitive with 
Disneyland. Three locations warrant consideration: 
Anaheim- Synergy with the park. 
Irvine Coast - Southern California is underserved 
in quality ocean resorts. The coastal area south 
2-4 
of Corona del Mar is largely underdeveloped and 
offers wide latitude in development concepts. 
Traffic is a problem. 
Marineland site At 103 acres, the largest 
coastal site in Los Angeles County. Planning 
underway for a private party to develop as a major 
resort and conference center. 
• Children's Park - In HPC's opinion, the unsatisfactory 
performanc e of children's parks such as Sesame Place 
and Hanna-Barbara Land result as much from conceptual 
failings as market limitations. Denmark's LEGOLAND, 
with annual attendance of 800,000 in a rural location 
more than 1~ hours from a major city, is evidence that 
a strong project can be successful. Disney is ideally 
positioned to create a feasible children's park. A 
children's park concept would compete to a limited 
extent with Disneyland and should be sited accordingly, 
but may be replicable at several locations in the u.s. 
• Buy Wrather - Recent changes in the price of Disney and 
Wrather stocks may make Wrather more appealing as an 
acquisition than previous reviews. In addition to the 
potential of the Disneyland Hotel, the shoreline prop-
erty adjacent to the Queen Mary in Long Beach has 
upside potential. 
• F i n a 1 c o rnm en t The Southern California attractions 
market is crowded, mature and competitive, making any 
new attraction venture, even from Disney, difficult to 
support. 
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Section 3 
MARKET AND SITE ANALYSIS OF GOLDEN OAK RANCH 
This section of the report reviews quantitative and qualita-
tive aspects of the resident and tourist markets for an attrac-
tion at Golden Oak Ranch, site constraints impacting the nature 
and character of development, and competitive factors in the 
Southern California attractions industry. 
AVAILABLE MARKET 
For the purposes of this analysis, HPC has divided the 
available market into three principal segments--the Primary and 
Secondary Resident markets consisting of those persons residing 
within 25 miles and 50 miles of the ranch, respectively, and the 
Tourist Market consisting of intra-state, interstate and foreign 
visitors. The "Pass-By" or potential stop-off market is also 
briefly discussed. 
Resident Market 
Table 1 compares the Primary and Secondary Resident Market 
populations for Newhall (Golden Oak Ranch) , the San Fernando 
Valley (Universal Studio Tour) and Orlando (Walt Disney World). 
As one might expect, there are few differences between the 
Secondary Markets for the two Southern California sites. Golden 
Oak's secondary market is 9.2 million compared to 10.8 million 
for Universal City. Age patterns are nearly identical, although 
Golden Oak's secondary market is slightly less affluent than 
Universal's. 
There are substantial differences between the Primary (25 
mile radius) markets for Golden Oak and Universal. As shown in 
the table, Golden Oak has a current primary resident market 
population of 2.8 million, compared to 6.7 million for Universal. 
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While population growth rate has been higher in the Newhall area 
than in the San Fernando Valley in recent years (1.5 percent vs. 
1.1 percent per year from 1980 to 1986), planning for the Golden 
Oak site must reflect the relative shortcomings of the primary 
market. A use or attraction requiring a sizeable close-in popu-
lation base could find a better location in Southern California 
than Golden Oak Ranch. Golden Oak's primary market is, however, 
more affluent and less ethnic than most major Los Angeles area 
market segments. By virtually every measure, the Southern 
California resident markets are larger and of better quality than 
the comparable markets in Central Florida. 
Tourist Market 
California remains the number one travel state in America in 
terms of overall visitor volume and spending, although Florida 
ranks first in out-of-state tourism. Despite the size and impor-
tance of Ca lifornia's visitor industry, however, detailed tourism 
statistics from reliable sources are nearly non-existent. 
Extrapolating from the limited data which do exist, HPC estimates 
current visitation to Southern California at approximately 20 
million persons, including 7.2 million intra-state tourists, 10 
million from out-of-state, and 2.8 million foreign visitors. 
This visitor count includes people corning to Southern California 
for all reasons--business, to visit friends and relatives, attend 
a convention, etc. in addition to vacation and recreational 
travel. Visitor trends since 1970 are shown in Table 2. As can 
be seen in the table, tour ism grew rather rapidly during the 
1970s, going from 14 million in 1970 to 18.7 million in 1980, a 
2.9 percent annual growth rate. Since 1980, the annual growth 
rate has declined to 1.1 percent, indicating a mature market. 
Tourists to Southern California have a high propensity to travel 
rather widely throughout the region, with the result that attrac-
tions are less location sensitive to tourists than residents. 
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~ 
1970 
1971 
1972 
1973 
1974 
1975 
1976 
1977 
197 8 
197 9 
1980 
1981 
1982 
1983 
1984 
1985 
1990 
1995 
Table 2 
ORDER OF MAGNITUDE ESTIMATE OF TOURISM 
TO SOUTHERN CALIFORNIA 
1970-1995 
- (Thousands) 
Intra-State Out-of-State Foreign 
41000 81400 11600 
41200 71700 11600 
41500 81000 11500 
51300 81400 11700 
51400 81400 11700 
517 00 81500 11900 
61100 91500 21200 
61100 91900 21300 
61000 101000 21400 
51900 91100 21600 
61000 91800 21900 
61100 91800 31100 
61800 91800 21100 
61900 91800 21600 
11000 91900 2,700 
7,200 101000 2,800 
7,500 10,500 31200 
8,000 11,000 31100 
Source: Harrison Price Company. 
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Total 
141000 
131500 
141000 
15,400 
151500 
161100 
17 1800 
181300 
181400 
181200 
181700 
191000 
191300 
191300 
19,600 
20,000 
211200 
221100 
Potential Stop-Off Market 
Most kinds of entertainment, as opposed to amusement, at-
tractions benefit from a certain amount of impulse patronage and 
thus are sensitive traffic volume past their site. Accordingly, 
HPC compared Average Daily Traffic {ADT) , the average number of 
vehicles passing a given spot in both directions, for four rele-
vant locations in Southern California, as shown below: 
Location 
Hollywood Freeway @ Universal City 
I-5 @ Disneyland 
1-5 @ Magic Mountain 
Highway 14 near Golden Oak Ranch 
ADT 
212,000 
159,000 
49,000 
33,000 
The table clearly shows the urbanized character of the 
Universal City and Disneyland sites, and the much less developed 
nature of the North San Fernando Valley at both Magic Mountain 
and Golden Oak Ranch. In HPC • s opinion, the current volume of 
traffic on Highway 14 is not sufficient to support a large scale 
stop-off attraction, indicating that any attraction developed in 
the near future at Golden Oak will have to be a destination, 
building its own traffic over time. 
SITE CONSIDERATIONS/CONSTRAINTS 
A number of site issues condition or constrain the character 
and scope of development at Golden Oak. These issues are discus-
sed in the following paragraphs. 
Zoning 
The ranch is currently zoned for "Heavy Agriculture" and 
"Urban Hillside." In the "Hillside" area, the zoning code 
permits the construction of one dwelling unit per two acres, and 
requires 70 percent of the land to remain as open space. A major 
commercial development of any type will require a change in 
zoning. Further, the oak trees on the property are protected--
they can only be cut by permit, an additional complication in 
securing the necessary approvals for a project. 
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Topography 
Much of the ranch's beauty is attributable to its rolling 
and hilly topography. The slopes, however, may be a significant 
barrier to extensive development of the property. As shown in 
the text table below, 56 acres, or 7.9 percent of the land, has a 
slope of between 10 percent and 25 percent, and 512 acres, or 
72.3 percent of the land, has a slope of more than 25 percent. 
Slope 
0 - 10% 
10 - 25% 
Over 25% 
Total 
Site Area 
140 acres 
56 
512 II 
708 acres 
Percent of 
Total Site 
19.8% 
7 .9 
72.3 
100.0% 
While t h is study is not intended to add res s a g i v en sc he-
rna tic layout, it is reasonable to assume that topography will 
either greatly constrain the scope of the project or add consid-
erably to site development costs. 
Other Physical Conditions 
Much of the flat land on the site is a flood plain which in 
its present state is unbuildable. An engineering assessment 
concluded that the flood plain could be made buildable by chan-
neling the creek which runs through the site at a cost of $2.75 
million, as shown in Table 3. The table also lists $2.1 million 
in other costs, principally water, sewer and fees, required for 
any extensive development at the ranch, bringing the total for 
all on-sites, off-sites and fees to $4.86 million. 
Access 
General access to the region is excellent from all areas of 
the Los Angeles market via I-5 and U.S. 14. Access to the site 
itself is more difficult because of the need to bypass the 
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Table 3 
SUMMARY 
MAJOR OFF-SITE UTILITIES IMPROVEMENTS AND COSTS 
GOLDEN OAK RANCH 
UTILITY 
A. Off-Site Improvements 
1. Electricity 
2. Natural Gas 
3. Telephone 
4. Water 
5. Sewer 
TOTAL 
B. On-Site Improvements 
1. Storm Drain 
(L.A. County) 
C. Fees 
1. Sanitary Sewer 
Annexation Fees 
a. Acreage Fee 
b. Processing Fee 
c. Local Agency Fee 
IMPROVEMENTS/DESCRIPTION 
none after 1988 
none 
200' cable @ $30/ft. 
3,500 1.f. @ $30/l.ft. 
1 million gal. storage tank 
20,000 l.f. @ $45/l.f. 
1 lift station 
5,000 l.f. @ $550/l.f. 
underground box 10' x 20' 
708 acres @ $550/acre 
21 acres @ $100/acre 
687 acres @ $5/acre 
d. State Board of Equalization 
TOTAL 
D. Grand Total 
$ 0 
0 
6,000 
105,000 
500,000 
900,000 
200.000 
$1,711,000 
$2.750,000 
$ 389,400 
2,100 
3,435 
250 
700 
$ 395.885 
$4.856.885 
Source: Walt Disney Imagineering, Dames & Moore (Utilities 
Investigation Report dated 1/15/87, Supplement No. 1 dated 
1/26/87). 
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Chevron property on a 2-land road. Development of a major at-
traction or other large project will almost assuredly require 
acquisition of the Chevron property to bring site access closer 
to U.s. 14. 
Production Needs 
Any plan for the ranch must consider whether or not film and 
video production should continue and, if so, how production and 
public areas will interface. In light of the limitations to 
developing the site imposed by its topography, particular atten-
tion must be paid to maintaining compatibility if some of the 
more active and no isy a ttractions are pursued. 
REGIONAL CONSIDERATIONS 
Regional tourist infrastructure and competition are discus-
sed in the following paragraphs. 
Regional Hotel/Motel Room Inventory 
Hotel/Mote l room count is one indication of the extent of an 
area's tourist development. Accordingly, HPC made a room inven-
tory for the I-5 corridor near the site, including 
Saugus/Newhall, San Fernando, Burbank and Glendale, and the 
remainder of the San Fernando Valley, including Woodland Hills, 
Canoga Park, Sherman Oaks, North Hollywood, Van Nuys and Studio 
City. This inventory is summarized in Table 4. As shown in the 
table, the I-5 corridor has 2,249 rooms, the remainder of the 
Valley 3,689 rooms for a total inventory of 5,938 rooms. Of this 
total, 2,109 rooms are in hotels and 3,829 are in motels. 
Universal City accounts for 940 rooms, equivalent to 45 percent 
of the hotel inventory and 16 percent of the total room 
inventory. 
The Valley in general, and the North Valley in particular, 
have low inventories of overnight accommodations compared to 
other parts of the Greater Los Angeles market. For example, the 
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Table 4 
SUMMARY OF HOTEL/MOTEL INVENTORY 
VALENCIA AREA AND THE SAN FERNANDO VALLEY 
Number of 
Hotels/ Number 
Location Motels of Rooms 
HOTELS 
I-5 Corridor 
Burbank _1. __l_ 280 
North and Mid-S. F. Valley 
Woodland Hills 1 473 
Sherman Oaks 1 216 
North Hollywood 2 940 
Studio City __l_ __5_ 200 
Subtotal-Hotels 6 
MOTELS 
I-5 Corridor 
Valencia 1 188 
San Fernando 1 120 
Burbank 6 761 
Glendale 
.8. li .2QQ. 
North and Mid-S. F. Valley 
Woodland Hills 6 441 
Canoga Park 3 144 
Tarzana 1 46 
Sherman Oaks 3 208 
North Hollywood 2 320 
Van Nuys _2 £.Q_ 701 
Subtotal-Motels 36 
GRAND TOTAL 42 5,938 
Total Hotels & Motels 
I-5 Corridor 17 
Total Hotels & Motels 
North & Mid -s. F. Valley 25 
Source: Harrison Price Company. 
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2..6.Q. 
1, 829 
2,109 
1,969 
1, 86 0 
3,829 
2,249 
3,6 89 
LAX area has 11,171 rooms, Downtown Los Angeles 7,792 rooms, 
South Bay 7 ,285 rooms, and West Los Angeles 8,187 rooms. The 
total 1986 inventory is estimated at 60,635 rooms. Occupancy 
rates are in the 65 percent to 70 percent range. 
Regional Attractions 
Table 5 shows annual paid attendance at major themed attrac-
tions in the United States from 1971 to 1986. As indicated in 
the table and surnmar i zed in the text table below, attendance at 
both California and Los Angeles/Orange County attractions has 
been static since 1978: 
~ 
197 8 
1981 
1983 
1984 
1985 
Attendance at 
all California 
Attractions 
(QQQ) 
33,728 
33,515 
3 2 13 87 
301663 
341024 
Attendance at 
Attractions in L.A. 
& Orange Counties 
(QQQ) 
23 '7 43 
23,328 
22,027 
20 19 86 
23,981 
Since 1984 1 all attendance growth in the state is attribut-
able to increased attendance at Disneyland ( 9.5 million to 12 
million) and Universal Studio Tour (2.8 million to 3.8 million). 
Both added major attractions during this period, and Disney 
greatly increased its park advertising and promotion. The atten-
dance figures indicate a mature market with limited growth poten-
tial. HPC questions if additional theme park attendances can be 
squeezed from the existing market. Clearly, any new attraction 
designed to compete with the top second-tier attractions (i.e. 
with Universal, Knott ' s 1 Sea World and Magic Mountain), will have 
to offer very substantial entertainment values in order to cap-
ture (i.e. pirate) attendance from the existing base. The option 
is to compete outside the realm of conventional theme parks, 
appealing to under-served segments of the resident and tourist 
markets. 
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Universal Studio Tour 
Universal's Studio Tour is a great success story, building 
from a 1971 attendance of 936,000 to a record 3.8 million in 
1986, surpassing Knott's as the second leading attraction in 
California. Attendance at Universal grew at an annual rate of 26 
percent between 1971 and 197 5, and at 9. 5 percent between 197 5 
and 1980, before leveling off at 0.5 percent during the current 
decade, another reflection of market maturity. The park's market 
share of total attendance peaked at 11.5 percent in 1980, and 
currently ranges from 9 percent to 10 percent, a further indica-
tion of market competitiveness. The Studio Tour is the most 
tourist oriented of all California attractions , with 85 percent 
of attendance corning from non - residents. This attendance pattern 
is equivalent to a 16.3 percent penetration of the tourist market 
and a rather anemic 5.3 percent penetration of the total resident 
market. The numbers clearly demonstrate the tourist market's 
interest in an ente rtainment industry related theme and 
Universal's ability to satisfy that interest, as well as the 
resident market's considerably lower interest in an entertainment 
industry attract ion. Whether the difference in resident and 
tourist penetrations is attributable to the Studio Tour's theme, 
format, marketing thrust or some other factor is not known. In 
recent years Universal's expansion has emphasized new shows as 
opposed to tour expansion, which may improve the attraction's 
appeal to the resident market. 
Universal obviously represents significant competition to a 
Disney "Backlot Tour/Attraction" at Golden Oak Ranch or any other 
location in California . With respect to the Golden Oak site per 
se, HPC offers the following comments: 
1. Universa l has better proximity to both the resident and 
tourist markets than Golden Oak. 
3-13 
2. The Studio Tour greatly benefits from the other 
Universal City attractions--the Amphitheater, restau-
rants and hotels. 
3. Universal benefits from having the credibility of a 
"real working studio," despite the separation of the 
production areas from the tour areas. Guests are given 
the feeling that they are visiting a studio, not a 
themed attraction, and that they might encounter a 
celebrity during their visit. 
4. The history, scope, quality, location and success of the 
Universal Studio Tour preempts a directly competitive 
"studio tour" attraction in Southern California. While 
there may be room in the market for an attraction based 
on the entertainment industry, another "tour" cannot be 
supported. 
Magic Mountain 
Six Flags Magic Mountain is almost the antithesis of 
Universal Studio Tour in that it is principally an iron ride park 
which is heavily oriented towards the resident market. With 
attendance of 1.19 million in its first full year of operation, 
Magic Mountain 's annual volumes have varied substantially as a 
result of accidents , in-park violence , a change in ownership and 
other factors. Attendance peaked at 2. 96 mill ion in 1976, fell 
to the 1.9 million range in 1979 and 1980, and has now been built 
back to 2.8 million. During the rebuilding years from 1981 
through 1985, Magic Mount a in's market share increased from 7 .1 
percent to 7.7 percent. Magic Mountain has traditionally attrac-
ted 65 percent of its visitors from the Primary Resident Market 
(a 65 percent penetration), and 25 percent from the Secondary 
Resident Market (a 10.9 percent penetration, or a total resident 
market penetration of 27.3 percent), but only 10 percent of its 
attendance from the tourist market, equivalent to 1.4 percent 
penetration. There is no evidence that Six Flags intends to 
3-14 
redirect its park expansion and promotion policies to make Magic 
Mountain more attractive to tourists. 
Magic Mountain is less well located to its major markets t ha n 
Golden Oak and does not benefit from proximity to other attrac-
tions; thus its success is an indication of the viability of a 
North Valley location. In HPC's opinion, Magic Mountain would 
not be directly competitive with the attraction proposed for 
Golden Oak Ranch. 
Knott's Berry Farm 
From its humble bPginnings as a food stand, Knott's Berry 
Farm has become a Southern California institution noted for its 
themed attraction, its "Chicken Dinner Restaurant," and a suc-
cessful specialty retail center. As the only major attraction in 
the United States to feature a "Western" theme, Knott's appeals 
to both domestic and foreign tourists. The attractions with in 
the park present a somewhat confused picture, with a strong iron 
ride component directed towards the local market, and Ghost Town 
and other "Western" areas catering to tourists. Several years 
ago Knott's managment realized that its identity was becoming too 
mixed and began a redevelopment program, commencing with Camp 
Snoopy, aimed at reinforcing the park's Western theme. Since the 
installation of a major ride package in 1975, Knott's attendance 
has consistently ranged between 3.5 million and 4.0 million 
visitors annually, about half residents and half tourists. A 
similar number of persons patronize the Chicken Dinner Restaurant 
and the retail center, with approximately a one-third crossover, 
indicating some 5 million persons on-site annually. 
Knott's is well located with respect to both the resident and 
tourist markets. Although the park has no direct connection with 
the entertainment industry theme, its Western orientation makes 
it somewhat comparable and competitive to the attraction proposed 
for Golden Oak Ranch. 
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San Fernando Valley Attractions 
Attractions located in the San Fernando Valley are listed in 
Table 6. With the exception of a few major facilities, the 
large, affluent Valley population base appears to be relatively 
under served in entertainment, as opposed to amusemen t, attrac-
tions. Magic Mountain accommodates the ride park need. The 
Un iversal Amphitheater, which hosts 859,000 persons annually at 
163 events for an 85 percent seat occupancy factor, is near 
capacity and apparently serves the live pop entertainment market. 
The Los Angeles Zoo fills its important regional niche, but there 
are no other major attractions. 
Water Parks 
Despite the region's favorable climate and water orientation, 
there is only one major water park in Los Angeles County--Raging 
Waters at Frank G. Bonelli Regional Park in San Dimas, 25 miles 
east of Los Angeles. In addition, water parks have recently 
opened in Irvine and Palm Springs. Weather dictates that all of 
these parks be seasonal operations. In 1985, Raging Waters had 
attendance of 470,000 but the Va lley accounted for only a small 
fraction of a ttendance. The principal drawing radius of a water 
park is a 15- to 25-rninute drive. Given Raging Waters' location 
and what is known about water park market penetration character-
istics, it is reasonable to assume that the Va lley could support 
a major park . In HPC's op inion , the best location for such an 
attraction in the Valley is Sepulveda Dam Park operated by the 
Los Angeles City Parks Department. Located at the intersection 
of the San Diego and Ventura Freeways, Sepulveda Dam is much 
better sited for a water park than Golden Oak Ranch. At one time 
Los Angeles City Park Department officials indicated an interest 
in tendering a water park project for Sepulveda Dam, but inqui-
ries made in conjunction with th is project came up negative. The 
City may someday seek a developer for a water park at Sepulveda 
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Dam, but has no plans to do so at present. On the other hand, a 
small complex which may include a commercial water activity is 
being studied by the City for Griffith Park. In HPC's opinion, 
G r i f f i t h Park is not near 1 y as at t r act i v e as S epu 1 v ed a Dam for 
development of a water park, but a major City commitment to 
Griffith Park could forestall development opportunities at the 
Dam for a considerable time. 
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CONCEPT 
Section 4 
EVALUATION OF THE GOLDEN OAK 
BACKLOT ATTRACTION CONCEPT 
The concept for the proposed attraction studied by WDI has 
as its anchor theme the discovery of gold at the Ranch in 1842, 
leading to the name Golden Oak. Using this discovery and the 
pioneer era of California as a backdrop, the attraction would be 
positioned as a combined studio back lot, movie ranch and adven-
ture/entertainment center featuring a wide array of shows and 
experiences. A preliminary "Blue Sky" menu of potential project 
components is shown in Table 7. Principal components include 
themed restaurants and accommodations, a number of participatory 
adventures (including a water park), a movie ranch/entertainment 
industry at tract ion, and several studio production facilitie s . 
As envisioned , the project is not a theme park and not a studio 
tour. Both the site and the concept can claim validity based on 
the actual role of the site in California history, its continuing 
use as a movie ranch, its location near Hollywood and function as 
a satellite studio, and the association with Disney. 
During the Golden Oak charrette, considerable attention was 
directed towards expanding concepts for extended stay ( 2 to 5 
days) themed ad ven ture experiences. The ideas discussed include: 
• Hollywood Hotel, where guests would dress in costume 
and adopt roles in a mythical film. 
• Movie Camp, where guests would participate in producing 
a film of their adventure. 
• A Western ranch, similar to a dude ranch but themed on 
the old Spanish Land Grant Ranchos. 
4-1 
Table 7 
DISNEY STUDIOS 
Dining 
Best Santa Fe Mexican/Indian Restaurant 
A La Rancho Chimayo in Santa Fe 
On Zorro Set in Backlot 
Hussong's Cantina 
Farmer's Ranch Market 
Accommodations 
Campground/Rancho Casa 
Backlot Hotel Options 
Airport 
Ear Force I 
Blimp ride to Burbank 
(and over Universal Studios) 
Airport for Ultralights and Helicopters 
Wind Walkers/Air Shows 
Adventures 
Outdoor Stunt School 
Falls/Stunts 
Gunfights, etc. 
Mountain Climbing/Cave Exploring 
Underground Mine Caverns 
Deliverance Canoe Ride/River Rapids 
Movie Camp for young Steven Spielbergs 
Safari Adventure/Western Adventures 
War Games 
Fantasy Vacations 
Sleep in Ghost Town and be attacked by Mexican mummies 
Typhoon Lagoon & Torn Sawyer's Island 
4-2 
Table 7 
(continued) 
Animals 
True-Life Adventures 
Themed treking adventures 
Fishing/wildlife 
Gold panning 
Mule and horse trips 
Treasure hunts 
Best Wranglers 
Animals 
Bugs 
Large animals 
Elephants, etc. 
Horses 
Lassie's Camp for Dogs 
David Letterman Animals Contests/Events 
Big Thunder Ranch 
BBQ Restaurant in backlot 
Best Western Show 
Stampedes, hangings 
Rodeos 
Blazing Saddles semi-annual chili cook-off 
Livestock 
Buffalo and cattle herd 
Attractions 
Cecil B. DeMille Show with guest participants 
(per Studio Tour) 
Epic "Ramona-type" outdoor shows 
Major pyrotechnic displays 
Floods/earthquake 
Great Hollywood exhibitions 
Museum of miniatures, costumes, etc. 
Costume rental to guests 
All styles and genres 
Cars/Trucks 
Auto stunt demos 
Many personal appearances 
4-3 
Table 7 
(continued) 
Studio 
Skywalker Ranch 
Editing suites, small soundstages, but mostly a 
backlot area 
Animation building and tour 
WDI Special Effects Facility 
Simulator R & D Facility 
Biggest soundstage in the world 
Disney Channel or network TV series 
Space Zorro 
Family series 
Dog series 
Marshal Blazestar 
Moyie Ranch 
Best backlot ever 
Always under construction 
All locations 
All landscapes 
Best art director 
Special events 
BBQ 
Preservation 
Relocate backlot sets from studios on Hollywood 
Steam Train 
Tour vehicle instead of trams 
Runaway, bridge wash out, earthquake, etc. 
Appears in backlot: 
Jungle/banana train 
Desert/Old West 
European town 
New York street (elevated) 
Dining car as restaurant experience 
Poltergeist Neighborhood 
Residential backlot which crazy at night 
Cartoon backlot 
Goofy's Rent-A-Wreck iron ride for kids 
Lakes, tank, famous boats 
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• Safari Adventures, which could be themed on explora-
tion, survival, fantasy, etc. 
These concepts are discussed in greater detail later in this 
report. 
CONCEPT EVALUATION 
HPC offers the following comments regarding the Golden Oak 
back lot attraction concept based on the market data discussed 
earlier in this report: 
• Continued success at Universal clearly demonstrates the 
strength of the entertainment industry theme, partic-
ularly within the tourist market. The question most 
germane to this analysis is whether or not there is 
additional market potential for an entertainment indus-
try themed attraction. As noted earlier, Universal has 
yet to succeed in substantially penetrating the resi-
dent market. In HPC's view, it is reasonable to 
believe that an entertainment industry themed attrac-
tion designed to appeal to the resident as well as the 
tourist market could succeed in building a large atten-
dance base. 
• Golden Oak is not as well located for tourist patronage 
as Universal or Knott's, but its location is not a 
major impediment to development of an attraction with 
strong attendance performance. 
• Many people 
attempted to 
devoted to 
Perhaps the 
and interest groups for many years have 
develop a museum or museum attraction 
the history and fantasy of Hollywood. 
most credible of these efforts is the 
state-backed proposal for Hollywood Exposition. Cur-
rent plans call -for the Hollywood Exposition to be a 
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$55 million tribute to the motion picture, radio, 
television and recording industries, located on 
Hollywood Boulevard next to the Chinese Theater in the 
large, mixed-use project being developed by Melvin 
Simon and Associates . Attendance forecasts for the 
Exposition range from 1.0 to 1.5 million persons annu -
ally, depending on the final scope of the attraction, 
admission pricing policy, etc. While implementation of 
Hollywood Exposition is far from assured, the state, 
the Community Redevelopment Agency, and the developer 
are committed at thi s point in time, with the result 
that the project has a reasonable chance of being 
realized. The Exposition will add another entertain-
ment industry attraction to the already crowded 
Southern California market, clouding the picture for 
the concept proposed f or Golden Oak. 
• The Ranch is not presently an IATSE facility. De ve l op-
ment of sound stage s and/or post-production at the 
Ranch would surely require a un i on contract, changing 
the economics of the Ranch as a production facility . 
• In 1986, the Ranch generated approximately $500,000 in 
producti~n rental fees, netting some $250,000. Commer-
cials account for 40 percent of production at Golden 
Oak. Disney's use consis t s of just 10 percent of total 
production . While the ranch i s not aggressively mar-
keted, even a doubling or tripling of production use 
would leave the ranch a very small operating unit. 
Thus, from a purely economic point of view, production 
use of the ranch should be subservient to the attrac-
tion, if developed. 
• WDI's preliminary concept for the Golden Oak attraction 
includes a Typhoon Lagoon or comparable water park 
attraction. It is HPC's opinion that the ranch is not 
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as well located for a major water attraction as some 
other potential sites in t he San Fernando Valley, and 
we recommend that, if intended as a separate gate, the 
water park be excluded from the schematic plan. 
• The concepts developed for the extended stay adventure 
attractions are intriguing and worthy of additional 
study. HPC has reservations, however, about the com-
patibility of the adventure attractions with a mass 
attraction such as the studio backlot concept. 
• Any evaluation must account for the fact that Disney is 
developing the attraction, and attendance performance 
plusse d accordingly. 
After studying the proposed backlot concept in the context 
of other Southern California attractions, market conditions and 
site considerations, HPC has concluded that, while several of the 
components have considerable merit, an attraction themed on a 
studio back lot is not as conceptually strong as a studio tour 
attraction as presently defined by Universal. Sound stages, 
stars, lights, special effects, etc. offer more sizzle to the 
a verage tourist than outdoor sets. The ranch would be perceived 
for what it is--a satellite of a major studio, not the hub. 
PRELIMINARY PERFORMANCE PROJECTIONS 
The following paragraphs summarize HPC's preliminary esti-
mates of attendance, operating income and supportable investment. 
At tendance 
HPC projects that a well conceived and executed Disney 
backl o t attraction developed at Golden Oak Ranch would attract 
between 2 . 4 mill ion and 3. 0 mill ion visitors annually by the 
third year of operation, based on the following market 
penetrations: 
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Residents 
Tourists 
Total 
Market 
Size 
(000) 
9,700 
21,20-0 
30,900 
Range of 
Penetration 
(Percent) 
3% - 5% 
10 - 12 
Range of 
Attendance 
(000) 
291- 485 
2,120-2,544 
2,411-3,029 
The penetration rates used in the projection are based on 
the experience of comparable attract ions in Southern California 
and elsewhere, the market environment, and the positioning of the 
attraction in the market. Attendance in the 2. 4 mill ion to 3. 0 
million range would place the Disney backlot attraction among the 
leaders in Southern California, but would be less than attendance 
at Universal. HPC believes this to be a reasonable position 
given the theme, scope and location of the project. 
Operating Income 
As a test of economic feasibility, HPC prepared a prelimin-
ary pro forma statement of park revenues and expenses using "low" 
and "high" assumptions for attendance and per capita revenues. 
This analysis is summarized in Table 8. The table uses the 
attendance ranges derived above and per capita revenues ranging 
from $14.00 to $15.00 for admission, $2.50 to $3.00 for food and 
beverage, $2.50 to $3.00 for merchandise and $1.00 for "other" 
items including parking, stroller rentals, games, etc. Tota l per 
capita is projected at $20.00 to $22.00, bringing Gross Revenue 
to between $48.2 million and $66.6 million. Assuming Disney 
operates all revenue centers, Cost of Goods factors are applied 
as follows: 32 percent for food and beverage, 47 percent for 
merchandise, and 25 percent for "other," leaving Net Revenue of 
between $42.9 million and $58.7 million. Operating expenses are 
projected at 60 percent of Gr oss Revenue, resulting in an esti-
mated Operating Profit of $13.9 million to $18.7 million. 
Deducting a Reserve for Reinvestment of $2.0 million to $3.0 
million results in a Net Operating Profit (before tax, interest 
and depreciation) of from $11.9 million to $15.7 million. 
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Table 8 
PRELIMINARY ECONOMIC ANALYSIS 
OF GOLDEN OAK RANCH ATTRACTION 
Attendance 
Per Capita Revenues 
Admission 
Food & Beverage 
Merchandise 
Other 
Total 
Gross Revenue 
Cost of Goods 
Food & Beverage @ 32% 
Merchandise @ 47% 
Other @ 25% 
Total 
Net Revenue 
Operating Expenses @ 60% 
Operating Profit 
Less: Reserve For Reinvestment 
Net Operating Profit (before tax, 
interest and depreciation) 
Supportable Investment ($ millions) 
@ 12% Cap Rate 
@ 14% Cap Rate 
Source: Harrison Price Company. 
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Low 
2,411 
$14.00 
2.50 
2.50 
1 .. 00 
$20.00 
$48,220 
$ 1,929 
2,833 
603 
$ 5,365 
$42,855 
28,932 
$13,923 
2,000 
$11,923 
$99.4 
$85.2 
!ti.gh 
3,029 
$15.00 
3.00 
3.00 
1.00 
$22.00 
$66,638 
$ 2,908 
4,271 
7 57 
$ 7, 936 
$58,702 
34,983 
$18,719 
3,000 
$15,719 
$131.0 
$112.3 
l ,. 
r -
f.· · 
,. 
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Supportable Investment 
The analysis indicates a supportable investment of $99.4 
million to $131.0 million at a 12 percent cap rate, and $85.2 
million to $112.3 million at a 14 percent cap rate. 
Conclusions 
HPC considers the Golden Oak backlot concept to be a rela-
tively high risk venture given the location, strength of 
Universal, difficu lty in defining a product concept which will be 
perceived as being on a par with Universal, market maturity, and 
the untested appeal of the back lot /movie ranch concept. The 
preliminary financial analysis, coupled with the assessment of 
risk, indicates a reasonable level of investment +/- $100 million 
including all site costs, acqui sition of the Chevron property, 
pre-opening expenses, construction, etc. HPC questions that a 
strong attraction, capable of generating the projected level of 
attendance, can be developed within this budget constraint. 
ALTERNATIVE APPROACH TO GOLDEN OAK RANCH DEVELOPMENT 
As noted earlier, considerable time in the charrette was 
devoted to discussing theme adventure concepts. The essence of 
all the themes and concepts discussed was an extended stay 
attraction in which the guests experience a shift in time and 
place, and participate in their fantasies. In physical terms, 
the concept becomes a specialized resort with a heavy emphasis on 
environment and programming. As such, it is not a mass attrac-
tion with millions of guests annually, but a unique place which 
caters to affluent families and makes up in daily per capita what 
it lacks in attendance volume. The charrette participants gener-
ally agreed that Disney has a singular capability to create such 
a destination or destinations, and that Golden Oak may be a 
suitable site. 
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Subsequent to the charrette, HPC studied several attrac-
tions/destinations where participation/role playing is an impor-
tant program component. The most developed segment of this 
market in the U. S. is the Western guest {or dude) ranch. HPC 
surveyed several of the more prominent ranches, including: 
• The Alisal, Solvang, California 
• San Ysidro Ranch, Santa Barbara, California 
• Greenhorn Creek Ranch, Quincy, California 
• Wickenburg Inn, Arizona 
• Flying-E Ranch, Arizona 
From the survey come the following observations: 
• Most guest ranches occupy very large sites (thousands 
of acres) because they are working ranches, although 
one of the better facilities, San Ysidro , has only 550 
acres. Escape, isolation and separation from the real 
world are critical selling points. Golden Oak may be 
too confined and "freeway close" to qualify as a 
Western Ranch experience. 
• Capacities at the ranches surveyed are relatively low. 
The Alisal is built to accommodate 180 guests. Flying-
E takes 25 to 30 guests at a time. Greenhorn Creek has 
28 units. Much of the charm of the ranches is their 
intimacy and the chance for guests, mostly from the 
city, to escape from large groups of people. It is 
this intimacy which justifies, and necessitates, the 
high costs of visiting these destinations. 
• As implied above, the ranches are fairly upscale. 
Rates range from $90.00 to $130.00 per person per day, 
double occupancy, American Plan. 
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• A full range of recreational amenities is offered and 
required. 
• Patronage is characterized by: 
High repeat visitation, over 50 percent. 
An average length of stay of 3 to 5 nights. 
Full occupancy during the Summer, dropping to 60 
percent occupancy during the off-season . 
High degree of regional (i.e. intra-state) 
patronage. 
Other "adventure experience" concepts were also investiga-
ted, as discussed below: 
• A developing segment of this specialized form of enter-
tainment/recreation is the "murdery mystery" adventure. 
A number of firms are now promoting a wide variety of 
programs, from single evening affairs to cruise adven-
tures. Burbank-based Keith & Margo's Murder Mystery 
Weekend has the most extensive program. Their typical 
adventure lasts three days and two nights, ranged as 
follows: 
Country Inn 
Train to San Diego 
Cruise to Ensenada 
Cost (Per Person 
Double Occupancy) 
$200-$365 
$445 
$650 
Keith & Margo's also develops custom programs for 
corporate and other private clients, who account for 60 
percent of the business. The proprietors report that 
their most successful events are usually the less 
expensive ones, about 15 percent of the business is 
repeat and 30 percent to 40 percent is referral busi-
ness. Clearly, the "mystery weekend" business is a 
cottage industry which at present cannot support a 
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major investment in dedicated facilities. Neverthe-
less, the concept and format are interesting and have a 
following, which may be useful in programming an adven-
ture themed destination. 
• Several projects over the years have been themed to 
castle life and the middle a g es. In reality, most of 
these have been themed restaurants without any sophis-
ticated entertainment component. A recent entry into 
the field, Medieval Times Restaurant in Buena Park, 
California (a branch of a group which started in Spain 
and also has a location in Central Florida) • The 
attraction is built around a major equestrian arena and 
features jousting knights, etc. and a medieval ban-
quet. All three locations are reported to be heavily 
patronized, with attendance i n Buena Park estimated at 
approximately 250,000 persons per year, partially 
lim i ted by capacity. A project of this scope would 
obviously be too smal l for Disney , but the medieval 
theme, and the Camelot styl ed entertainment may be 
worthy of consideration as components in a larger 
venture. 
• There are a number of specialized resorts which have 
grown 
which 
up 
may 
around 
have 
major attractions 
applicability in 
and institutions 
conceptualizing a 
destination attraction. These include: 
The NASA Space Camp at Huntsville 
Treetops in Kenya 
The Orient 
Several European castles and manor houses 
Madonna Inn near San Luis Obispo, the height of 
Renaissance degenerate architecture 
A wide range, to be sure. 
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A feasibility assessment of an adventure resort at Golden 
Oak is beyond the scope of this assignment. Additional creative 
and planning input would be required concerning the types and 
sizes of resort components best suited to t he Ranch before feasi-
bility can be addressed. Regardless of configuration, the site 
and format will limit capacity and revenue potential. HPC envi-
sions a gross revenue potential of from $10 mill ion to $20 mil-
lion per major component. The advantages of purs u ing this course 
in the development of Golden Oak are: 
• The scale is compatible with t he site , it won ' t become 
overcrowded. 
• Competition with Disneyland is held to a minimum. 
• Capital cost is lower than a mass attraction. 
• It represents a unique creat ive venture consis t e nt wi th 
Disney's image. 
Disadvantages include: 
• Pioneering venture with all the attendant risks . 
• Lower revenue and profit potential than a mass 
attraction. 
If the concept of developing an "adventure resort" at Golden 
Oak appeals to Disney management, additional s tudies should be 
conducted to better def i ne opportunities, risks and financial 
parameters. 
SUMMARY 
As noted in the first half of th i s section, HPC is not 
convinced that the "backlot/ranch" concept proposed for Golden 
Oak is strong enough to compete in the crowded Southern 
California attractions market. A preliminary economic analysis 
indicates a total supportable investment in the range of $100 
million if the park performs well. HPC questions whether a 
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credible product can be developed within this budget constraint. 
As an alternative to the backlot attraction concept for the 
ranch, HPC investigated several "adventure resort" concepts. It 
is HPC 's opinion that Golden Oak is too near the Los Angeles 
basin to qualify as a wilderness or rural experience. Other 
formats are highly specialized and at present are not likely to 
represent businesses of sufficient size to interest Disney. A 
concept which combines several adventure attractions may be a 
possibility but requires further study. 
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Section 5 
OTHER POTENTIAL A'l'TRACTION CONCEPTS 
FOR DISNEY - IN SOUTHERN CALIFORNIA· 
In this final section of the report, alternative "entertain-
ment industry" and "other" commercial attraction conciepts which 
appear to be suitable for consideration by Disney are presented 
and discussed. All but one of the concepts are site specific and 
do not relate to Golden Oak Ranch. The discussion is divided 
into two sections - entertainment industry related attractions 
and other at t ractions. 
EN'I'ERTAINMBNT INDUSTRY RELATED A'l'TRACTIONS 
In reviewing the findings of this study with DDC and WDI 
subsequent to the charrette, the question arose of what type of 
entertainment industry themed attraction would offer Disney the 
best opportunity in Southern California. As discussed in the 
previous section, HPC concluded that a "backlot/ranch" attraction 
at Golden Oak is most likely a marginal venture. Th~ problem is 
not the Golden Oak location. The back lot concept is not as 
strong as the Universal Studio Tour, and the supportable 
investment too low to create a blockbuster attraction. Universal 
has effectively captured a high percentage of the available 
tourist market, which would be difficult to wrest away, and the 
resident market has yet to demonstrate any extraordinary 
enthusiasm for entertainment industry attractions. Consequently, 
in HPC's opinion, moving the backlot concept closer to the 
available markets will not appreciably improve probable 
performance. 
An alternative to the backlot concept for an entertainment 
industry related attraction is active participation in the devel-
opment and management of the Hollywood Exposition project dis-
cussed previously. This attraction has the benefits of a highly 
credible downtown Hollywood location, the blessing and support of 
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both the State of California and the Community Redevelopment 
Agency, a qualified developer for the commercial real estate 
components, and the synergy of a mixed-use project. On the 
negative side, Hollywood Exposition is of modest size (+/- $55 
million) and earnings potential by Disney standards. Arguments 
favoring Disney involvement as project designer/project manager 
include the following: 
• The current design, prepared by Landmark Entertainment, 
has properly been rejected as not feasible. A new 
concept and plan will be prepared. Thus WDI could 
start with a blank slate. 
• If done properly the Exposition will become the focal 
point for the redevelopment of Hollywood. The positive 
P.R. could be enormous. 
• Although giving lip service support to the Exposition, 
MCA is quietly trying to kill the project since an 
offer to locate the attraction at Uni versa! City was 
rejected and MCA management views it as competitive to 
the Tour • In HPC 's opinion , Hollywood Exposition is 
the one entertainment industry themed attraction which 
is sufficiently different from Universal to be compet-
itive. 
Arguments against Disney participation include project size 
and potential extent of Disney participation. 
Hollywood Exposition is a non-profit foundation funded by 
the state which, after rece1v1ng competitive bids, elected to 
open development negotiations with Mel Simon. It is assumed that 
Simon will put up some of the development capital, but that the 
majority of the needed funds will be independently raised. 
Present plans call for the foundation to hire a design firm and 
to internally build its own management team. Disney could no 
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doubt take over the design and management functions if it decided 
to become involved with Hollywood Exposition. A partnership or 
joint venture with Mel Simon in the whole Hollywood redevelopment 
project· _is. , ~lso a ·possibility which could provide a substantial 
financial upside. 
OTHER AftRAC'.l'IOR-OPPOR'J.'ORITIES IR SOtJTBBRR CALIFORNIA 
HPC was also asked to provide its thoughts on other types of 
attractions and development opportunities in Southern Califor-
nia which would be appropriate for consideration by · Disney. 
These thoughts are presented in the concluding paragraphs and 
organized into four categories urban .retail/entertainment (i.e. 
Disney Center or ~OI_Ilparable), resorts, children·•s park, . and 
acquisition of Wrather. 
URBAN RBTAIL/EN'J.'ERTAINMEN'l' 
HPC continues to be enthused about Disney's unique potential 
to rec:l"efine the urban retail/entertainment center in America. 
Since the development of Ghiardelli Square and Faneuil Hall 1 
~etailing and entertaiment h~Ve been attempting tO C:"Ome·. toge'tber 1 
with most projects shorting entertainment. The concepts for the 
Disney Centers are the first HPC has seen which bring the enter-
tainment and retail components · ·to sufficient critical mass to go 
beyond the performance of today's festive retail centers. To be 
successful, Disney Center will have to be a general concept 
molded to each indi\iidual site and market. HPC has identified 
three locations in Southern California which could be sui table 
locations for a Disney Center. 
• Anaheim. - In HPC 's opinion, Disney's Anaheim property 
offers excellent potential because of · its existing 
recreational identity and the large number of hotel 
· guests whose dining and entertainment needs are not 
fully satisfied within the park. A Disn-ey Center in 
Anaheim also benefits from trade at the Convention 
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Center, and supports hotel potential. Traffic is a 
major problem. In consideration of the potential 
dilution of in-park spending for food and merchandise, 
it is HPC 's opinion that the impact would be minimal 
and more " .. than offset by incremental park attendance by 
residents attributable to the Disney Center. 
• Farmer's Market - Located at the intersection of Third 
and Fairfax, the Farmer's Market is a Los Angeles 
institution which attracts some 6 million patrons 
annually. The market was developed by the A. F. 
Gilmore Company, a family operation which still owns 
and operates the property. Gilmore has approximately 
30 acres, most of which is undeveloped. For many 
years, Gilmore attempted to jointly develop its 
property with its neighbor, CBS Television City, which 
also has a large parcel of - undeveloped land. This 
effort came to an end with the new management of CBS. 
It is likely that Gilmore would be receptive to a 
concept for a joint development which would fold the 
existing market into a larger entertainment/retail 
center. Traffic and road capacity would be critical to 
feasibility. 
• LoS Angeles Union Station - Nearly all of the success-
.. . 
ful festive retail centers in America have been devel-
oped in major downtown areas and derive substantial 
support from daytime employee use. The best locations 
also have a major visual amenity such as water 
(Baltimore, New York, Norfolk and San Francisco) or a 
historic buiiding- (rai-lroad statio.ns i~ St. Louis and 
. . . 
Indianapolis) • Union Station in downtown Los Angeles 
(known as LAUPT) is the best available site in a 
densely developed Southern California urban area. The 
property consists of some 52 acres, most of which is 
available for new development. Planning studies con-
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Resorts 
ducted jointly by the owning railroads and the Los 
Angeles CRA call for preserving the existing terminal 
building for retail/entertainment use. The site is 
easily accessible by freeway (Hollywood/San Bernardino-
# •• • 
/Santa Ana), will be the terminus of any regional rail 
··. . 
transit systems built and ultimately include a multi-
modal transportation center, is close enough to the 
downtown labor force to capture daytime business, and 
is across Alameda from Olvera Street and the Plaza 
complex scheduled for redevelopment. In addition, 
Union Station abuts the 35 acre Terminal Annex property 
... ~ 
which is scheduled for redevelopment and could conceiv-
ably be packaged with LAUPT. In HPC's opinion, both 
the railroads and the CRA ·· would · be ·enthusiastic about 
Disney participation in .. Union Station. 
Resort development in Southern California may have some 
intrinsic appeal to Disney because if capitalizes on Disney's 
- -
strength in the tourism industry in a venture which complements 
and is not competitive with Disneyland. Three locations warrant 
consideration. 
• Anaheim - An obvious choice because of existing land 
ownership and synergy with the park. Previous studies 
have addressed the economics of a 6isney hotel in 
Anaheim. 
• Irvine Coast - Despite its association with sun and 
surf, Southern California boast few legitimate coastal 
resorts. Notable exceptions are the Ritz south of 
Laguna and the Hotel del Coronado near San Diego, both 
. -
of which enjoy occupancy rates well above average. The 
Irvine Company intends to develop a major resort com-
plex on · ·the coastal land it owns between Corona del Mar 
and Laguna Beach. This stretch of coastiine is almost 
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• 
entirely undeveloped, has interesting vistas and 
topography, and is large enough to support a project of 
any scale. As WDI has noted, traffic congestion is, 
and will continue to be, a major problem in the Irvine 
area. Any plan for an Irvine coastal resort will have 
to deal with this issue. 
aarineland Site The 103 acre Marineland of the 
Pacific site in Palos Verdes, purchased earlier this 
year by Harcourt Brace Jovanovich, is being acquired by 
a private party for development as a resort. This site 
may well be the largest developable oceanfront parcel 
in Los Angeles County. Access is somewhat convoluted, 
but the drive · is pleasant and congestion is not a 
significant problem. It is HPC 's opinion that the 
Marineland site is ideally suited for a major resort 
and conference facility, and that the developer would 
welcome an inquiry by Disney. 
Children's Park 
Several attempts, mostly unsuccessful, have been made at 
creating a major children's theme park. Sesame Place near Phila-
delphia has been a marginal success, but an expanded version of 
the concept in Texas failed. Similarly, Hanna-Barbara Land in 
Texas failed. The limited market appeal of a children's park has 
traditionally been blamed for these failures. While narrow 
market appeal is a problem, it is HPC 's belief that the unsuc-
cessful children's parks in the u.s. also suffered from concep-
tual flaws which further limited their attendance potential. 
Sesame Place's heavy emphasis on offering an educational experi-
ence reduces its appeal as an entertainment attraction. Both The 
World of Sid & Marty Krofft and Hanna-Barbara Land attempted to 
use faddish Saturday morning cartoon characters to cover mediocre 
kiddie ride parks. Elimination of these conceptual flaws can 
lead to a successful park. 
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The best example of a children's park with strong entertain-
ment appeal is LEGOLAND in Billund, Denmark. Located adjacent to 
. . 
the LEGO factory in a sparsely populated area of the Jutland 
Peninsula more than 1~ hours from any major market, LEGOLAND has 
annual attendance of 800,000 in a 140 day season, with about 60% 
coming from outside Denmark. Average stay is 4~ hours, and per 
capita spending is about $12.00. The park itself occupies a 19 
acre site. Principal attractions include Miniland where incred-
ible scenes are created from LEGO blocks, a Western village where 
guests can cook steaks on an open campfire, The Traffic School 
where young children learn how to drive in cars which look like 
LEGO toys, pony rides, a railroad and other rides, large toy and 
doll collections, etc. There are also areas where children have 
access to large quantities of LEGO blocks for creating. Without 
doubt, much of the park's success is attributable to its associ-
ation with LEGO, but it is also evident from the park's 19 year 
operating history that its concept and format appeal to both 
adults (65% of attendance) and children. 
The durable appeal of the Disney characters to children 
provides a unique basis for creating a children's park concept. 
The park would require a budget substantially below that of a 
theme park, and may be replicable at several locations throughout 
the country. A children's park in Southern California would 
compete with Disneyland to a limited extend, and should be 
located at the northern end of the region to minimize competitive 
impact. 
Buy Wrather 
Disney has at various times investiaged its options with 
Wrather and the Disneyland Hotel, which is on Disney property. 
The hotel has considerable appeal because of its excellent per-
formance, monorail link to the park and use of the Disney name, 
but has always been viewed as overpriced in the context of a 
Wrather acquisition. HPC suggests that Wrather may be worth 
another look for two reasons: 1) the stock has not kept pace 
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with the market or Disney stock, and 2) there is an upside poten-
tial for developing a conference facility and other commercial 
uses on the shore of the Queen Mary property. The Queen is 
currently attracting 1. 2 mill ion people annually, down from a 
peak of 1. 8 million the first year the Spruce Goose opened. 
While both the Queen and Goose are poorly developed as attrac-
tions and have some upside, the shoreline is very underdeveloped 
and represents a potentially valuable asset. 
CONCLUSION 
This study began as an assessment of the development poten-
tial at Golden Oak Ranch and expanded into a broader commentary 
on Disney options in Southern California. As stated earlier in 
this report, HPC is not optimistic about the prospects for near 
term development at the ranch, or the backlot attraction concept. 
The Southern California attractions market is crowded, mature and 
competitive, making any new attraction concept difficult to 
support, even with Disney as the developer. The ideas presented 
in this section were derived on the basis of perceived holes in 
the market. HPC would be pleased to have the opportunity of 
working with DDC and WDI in evaluating any of the concepts which 
warrant further study. 
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